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As consumers’ zipping and zapping aggravates, the effectiveness of traditional 
advertising declines. In recent years, Product placement has rapid development, which 
represents a natural, hidden way of promoting information. Product placement 
marketing has also become an important part of enterprise marketing management.  
According to the domestic and foreign literature, most scholars made the 
research on product placement from the perspective of Communication studies. There 
were few literatures to distinguish between product placement and product placement 
marketing in the field of marketing management. How to do product placement 
marketing to effect consumer purchase behavior has to be further studied. Based on 
this situation, this study is based on consumer purchase behavior to explore the basic 
process of product placement marketing, and we made the research design.  
In this study, based on a large number of research literature, we made a strict 
definition from product placement to product placement marketing. Then we explored 
the related clues of theory in the fields of psychology, communication science, 
sociology theory and marketing. Next, through further qualitative research, we further 
verified these clues and looked for some moderator, which represents between 
consumer purchase intention and purchase behavior, and built the research model. 
After making the empirical analysis, we obtained a number of important 
conclusions.  
First, there are there key variables which can effect consumer purchase intention, 
including product placement satisfaction, product placement trust and product 
placement image congruity. Studies have shown that these variables have significant 
effects on consumer purchase intention and can explain the most of variance of 
consumer purchase intention. 
Second, consumer purchase intention has significant influence on consumer 
purchase behavior. However they have low correlation. 















pre-sales services are five important moderator between consumer purchase intention 
and consumer purchase behavior. And these variables play significant positive roles. 
Finally, based on theoretical and empirical analysis, we found the basic model of 
product placement marketing operation. The practical value, the main limitations and 
future directions are offered as a summary. 
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据 PQ Media 的报告，1999 年全球植入式广告市场为 16.27 亿美元，而预计 2010







                                                        






















如：Nebenzahl 和 Secunda, 1993[1]; Karrh, 1994[2]; Vollmers 和 Mizerski, 1994[3]; 
Babin 和 Calder, 1996[4]; Gupta 和 Lord, 1998[5]）。伴随着植入式广告的植入媒介日
























进行实证研究，并提出了一些影响因素（例如：d’Astous和Chartier, 2000[14]; Russell, 
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